Cultural representation from the perspective of cultural studies is the concept of production, mediation, and reception. The common people know it as production, distribution, and consumption. The main topic of the present study is the appearance of the past in its current form. The appearance of the past using the cultural capital of the area is raised and packaged with new forms and meanings. The study focuses on the forms of the postmodern tourist products which represent the area of the Old City of Jakarta. The study uses the qualitative method in which the forms of the postmodern tourist products representing the area of the Old City of Jakarta are simply analyzed. The data were collected through observation, interview, documentation, and questionnaire. The data were analyzed interpretatively using the theory of cultural representation.
INTRODUCTION
Within the context of this present study, representation refers to an activity to make something appear again; however, the new form is not necessarily the same as the original form. The reason is that there is a process of reconstruction within the production, mediation and reception processes. The aspects which show the strength of the cultural capital of the cultural tourism in the area of the Old City of Jakarta are (1) the Old City is the area of a city which still looks as a city; the city is still in existence with its urban structure;
(2) the cultural tourist attractions of the area of the Old City of Jakarta include museums, old buildings with art deco and art nouveau styles, and art and cultural performances; (3) the tourism supporting facilities such as restaurants, cafes, hotels, and the other areas of entertainments; (4) being strategically located in the center of the city with its accessibility.
The four aspects are elaborated with the discourse that the area of the Old City of Jakarta is made to reappear with its old functions. It is revitalized as the area of cultural and historical tourism. The cultural capitals which the area of the Old City of Jakarta has are changed and used as the postmodern tourism. The postmodern tourism representing the area of the Old City of Jakarta is intended to revitalize its old functions with new meanings used as the topic of the postmodern tourism.
The new and unique branding for Jakarta City created through the area of the Old City of Jakarta has been an attempt to give a positive image to the city. Monas as the current icon and branding of Jakarta City has been shifted by the existence of the area of the Old City.
The postmodern tourism concept can be strengthened by changing the branding concept of Jakarta City from the icon of Monas into the area of the Old City. The description of the concept, the cultural sources of the area, the government's attention, the new branding concept of the area is used as the introductory background for describing the forms of the representation of the postmodern tourism.
RESEARCH METHOD
This present study uses the qualitative method in which the area of the postmodern tourism representing the area of the Old City of Jakarta is simply described. The study mainly focuses on the attempts made to make the past reappear in the current era. The stages through which the study was conducted include the stage in which the location of the study was determined, the stage in which the data types and sources were decided, the stage in which informants were determined, the stage in which the research instrument was determined, the stages in which the techniques of collecting and analyzing the data were determined, and the stage in which the technique of presenting the result of the data analysis was chosen. The data used in the present study are the qualitative data in the forms of narrations, descriptions, and words related to the practice of the representation of the postmodern tourism in the area of the Old City of Jakarta. In the present study the data sources are divided into two. First, the primary data sources which include respondents and informants; they refer to the actual sources of the collected data. Second, the secondary data sources; in this case the data in the present study were obtained from the other sources such as articles in the mass media, text books, publications, organizations and the government, and the published and unpublished research results (Ratna, 2010: 143) .
Based on the data sources, the data were collected interactively, meaning that the researcher came to visit the informants to be interviewed. The data were also collected noninteractively using the documentary technique and through observation. Basically, the data in this qualitative study were collected through observation, interview, and documentary study.
DISCUSSION
In cultural studies the cultural representation is discussed in all levels; they are in the initial level, mediation level and reception level (Agger in Jenks, 2013: 235) . They are applied to discussing the forms of the postmodern tourism representing the area of the Old City of Jakarta.
The production of the postmodern tourism is the initial stage of the postmodern tourism representing the area of the Old City of Jakarta. In this point three points are discussed, as far as the postmodern tourism is concerned; they are (1) the factor contributing to the product of the postmodern tourism;
(2) the process of engineering the postmodern tourist product, and (3) the postmodern tourist product. These will be comprehensively explained using the theory of Cultural Representation and the other supporting theories.
There are several factors attracting tourists to come to the area of the Old City of Jakarta; they are general and specific in nature. They are the reasons why tourists come to see a city or an area (Jensen and Liovis in Peace and Butler, 1999: 89) . "Heritage must be broadly defined to encompass not only major historic sites and institutions, but the entire landscape of the region with its geographic base …" (Bowes in Timothy and Boyd, 2003: 2) .
This perception affirms the idea that the cultural heritage is not only something which has to be collected as a collection of the past, but it also has historical and educational values;
however, as far as the context of the postmodern tourism is concerned, there is the economic In the phase of production, the economic aspect, political aspect and cultural aspect were engineered by the stakeholders. The economic aspect was engineered by the entrepreneurs in order to produce products using the strength of the capitals they have. The The political aspect was engineered by the party which has power, namely the government. The government has developed the area of the Old City of Jakarta with a vision that it will become the area of tourism, businesses, trade and services for the sake of economic benefits without neglecting the character and historical value of the area. It is also intended to attract investors so that the economic value of the area of the Old City of Jakarta will improve.
The government plays the role in protecting the area of the Old City of Jakarta through its revitalization program, and by protecting the area of the cultural heritage and old buildings used as the capital assets. The government has the authority to issue regulations applied through Acts, the Governor's Decree, the Governor's Regulation, guidance, technical instructions and so forth. They are all used as the legal basis for protecting the area of the Old City of Jakarta. On the other hand, the government earns income through the retributions and taxes levied, which contribute to the locally-generated revenue 'pendapatan asli daerah (PAD)'.
The postmodern tourism products are created by the stakeholders. Based on what is stated in the vision and mission of RIK Kota Tua Jakarta Chapter III article 4, it is stated that "the area of the Old City is developed with the vision of developing it as the area of the cultural heritage and the area of tourism, business, services, and trade with high economic values by maintaining its character and historical values".
The vision and mission of the area reflect that the area has the potential of being developed as the area of tourism. According to Surbakti (2008: 159) , the historical buildings are one form of the tourist attractions and objects, and that, within the tourism industry, tourist attractions and objects cannot be separated from the product development. Basically, the development of a product is an attempt consciously made and planned to improve any current product by adding the types of the products which are produced or which will be marketed.
The indicators which are recommended to develop an area of tourism include something to see, something to do, something to buy, how to arrive, and how to stay. The area of the Old City of Jakarta has fulfilled the requirement of something to see, meaning that Several events and local cultural art performances such as Jakarta Fashion Food Expo, Festival Tempo Doeloe, Batavia Art Festival, Old City Festival, Judul Culinary Festival and the attractions performed by the tourism and cultural communities of Jakarta are also held. Apart from the tourist attractions, the culinary tourist activity involving street vendors 'pedagang kaki lima' and the representative or recommended cafes and restaurants is also held. The restaurants and cafes around the area offer different menus, starting from the local to the international menus. One of the cafes which is favorite enough in the area is the Batavia café which is located in the central zone of the area. Cooper (2005) From the tourism activities which are created in the area of the Old City of Jakarta, it can be concluded that it is reasonable to make the area a tourist destination or the icon of a new tourism in Jakarta City. Tourists can visit museums, hunt for foods which are specific to Jakarta City, and go around the Old City of Jakarta by the onthel bikes. In addition, visitors can also take pictures with the row of old buildings around the Old City of Jakarta as the background.
Different products of tourism offered in the area of the Old City of Jakarta are created by the tourism agents. The stakeholders are highly responsive to seeing the opportunities available in the area of the Old City of Jakarta. The tourist products starting from the mythological stories to the historical facts are packaged in such a way that they can enrich the tourist attractions in the area of the Old City of Jakarta. The mythological story which is popular in the area of the Old City is the cannon "Si Jagur". It is believed that it has the sacred value of fertility. Therefore, in relation to the development of the postmodern tourism in the Area of the Old City of Jakarta, it is suggested that as many stakeholders as possible in general and the local people who are often marginalized in particular should be involved in different developmental programs of tourism.
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